Introduction
The world economy is experiencing a steady and substantial growth at the turn of twenty-first century. While the west is overcoming from their protract recession, the east is offering few economic giants like India and China. Where the developing countries have shown their interest in privatization, the giant corporations of the developed countries have shown their interest in expansions. The average incomes of the people of both the developed and developing countries increased to the level that a large proportion of the world's population is now in the middle of the income ∇ Kontakt autora: rehan_1611@yahoo.com. Autor izjavljuje da nema značajne materijalne ili finansijske interese koji se odnose na istraživanje opisano u ovom radu. Takođe, autor izjavljuje da je podneti članak njegov originalan rad i da nakon izdavanja ništa od sadržine neće predstavljati povredu autorskog prava. Rad primljen 11.09.2015. godine. Odobren za objavljivanje 10.11.2015. godine. The author declares that he has no relevant or material financial interests that relate to the research described in this paper. Also, the authors declare that the submitted paper is his original work and that, upon publication, nothing contained in it will not constitute an infringement of any copyright. Paper received 11.09.2015. Approved 10.11.2015. § Socioeconomica -The Scientific Journal for Theory and Practice of Socio-economic Development 2015, 4 (8) : [553] [554] [555] [556] [557] [558] [559] [560] [561] [562] [563] [564] [565] [566] [567] [568] concept that can explain all the complexities, regularities and intricacies of modern-day activities of surviving with certain standard? What people actually do to create a value of their lives? How they perceive their own activities, and what makes people satisfied with their own course of actions? Undoubtedly, answering these intriguing questions often lead to more complex questions than that of simple answers. Therefore, any simple explanation that concerns with the factors that regulate the pattern of living often feels inadequate. Very often the problem of this sort of discussions is not that the answers are wrong, on the contrary, there are too many right answers that make the argument more complicated to comprehend than that it actually is. Answering these questions open up a new state of discussion about how the social relationships form in the free market economy. This paper analyzes, discusses and explains the complexities of human activities in relation to the dynamics of 'the market'. Social lives of the modern people represent the predominant activities that are taking place in the market, whether with the purpose for living or for pleasure.
Discussion
Any discussion on 'social relations' presupposes that an ongoing set of communal activities has taken place in such a way that those activities have a symbolic value in the social context in which it is formed. The 'Market' is an economic institution and like every institution, it has a set of established social rules and structure formed in a social context. In that sense, the market as an economic institution provides an opportunity to perform social actions to maintain their social lives. It is as an instituted process, offers a continuous supply of want-satisfying material means [Polanyi, 1982, p.33] . It is argued that people, in a free enterprise economy, have to involve in the market in pursuit of their 'self interest' to survive and sustain their lives. However, people always give meanings to their economic activities apart from the financial gain from those acts, and those symbolic meanings are significant only if they are shared with the larger community or society. Any social action requires social contact and social interaction. The market, although an economic institution, is actually embedded with different social institutions, and can have an effect on social relations (Granovetter, 1985) . Any social relation is the eventuality of a composite of several economic, social and cultural elements only rather apprehensively conjoined, hence any explanation that attempts to substitute the complex picture with simple ones while striving to maintain the persuasive clarity that went with simple ones must seek the complexities and intricacies to order it (Geertz, 1973 ). Therefore, primary task would be to conceptualize the factors and delineate the constitutive properties of them to comprehend how these interrelated factors are forming an effect on each other. Then the context of the constituent process of the construction of the social relations in a typical, 'free enterprise economy', need to be outlined to draw its connection with the market. The dynamics of the market and the essential activities of the marketers need to be analyzed to identify its link with mass media. The social consequences of mass media need to be discussed to the extent that the mechanisms of market and its role in commoditization can be discerned. An analytic scheme is presented below to show the context of the interrelation between the factors:
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Diagram -1: How the market is influencing the construction of social relations in a free enterprise economy.
Social Relations and Its Construction
Social relations can be defined as the multifarious ties that are formed among the people of various social groups, classes and nations in the context of their cultural, social, political, and economic activities (The Great Soviet Encyclopedia, 2015). These diverse, extensive and complex relationships encompass almost every aspect of human life within and across societies (Fiske, 1991) . Any social relation is a pattern of coordination among the people, and does not have to depend on the realization and decision of the member of the society. Any activity that is 'social' apprehends others as a "perceiving, thinking, moral, intentional, and behaving person; considers the intentional or rational meaning of the other's field of expression; involves expectations about the other's acts and actions; and manifests an intention to invoke in another self certain experiences and intentions" [Rummel, 1976, p.61] . People of every generation, of every region with their complex communicative abilities, coordination capabilities and unique adaptive capacities tend to form social relations in such a way that their actions, reactions, emotions or evaluations complement each other. The social institutions of any society fundamentally determine the nature of social relations in a particular collective situation and historical context. These social institutions, such as family, religion, education, politics or economy are not merely the social forces that construct the social relation, but rather work as a unified system of these relations. Different complex and differentiate social relations form in connection with the increasing economic prosperity, reformation of social structure, and expansion of international trade. These relations among the people of different social groups, communities or organizations are determined predominantly by their actions in pursuit of the 'social lives' that have symbolic significance to them [Weber, 1978, p.4] . Hence, the construction of social relation depends upon the communal social actions in connection with the traditions, customs, values and norms of the society that the individuals belong.
The essential element of all social relationships is the existence of a probability a course of action that is meaningful to groups of people [Weber, 1978, p.26] . Construction of social relations demands a set of social actions that are symbolically significant. The connotation of the symbolic value of any course of action is formed, developed and interpreted by the interaction that people have at a given point of time (Blumer, 1969) . A social relation indeed does not have to imply a real interaction between individuals or groups, but rather a shared understanding of the mutual obligation to agreement is required. The subjective meaning that people attach to social action can be permanent or changeable depending on the social context. Social contact, the essential element to form any social interaction, creates the permanent, purely social unity among the people, who have social relations (Znaniecki, 1988: 297) . When people come in contact, they tend to develop a unified system of the standard of behavior and the concept of desirability that eventually guide their social actions. However, the context of co-presence and shared spatial-temporal references are no longer required to have a contact due to the development of communication technology and expansion of international business. The ubiquitous presence of mass media and communication tools not only revolutionize the flow of information, but also transfigure the form of contact, and differentiate the present form of social relations from that of the past. While tradition, customs, beliefs, practices, and social institutions of a society worked as the chief determinants of the social relations in the past, now mass media have become an essential component of this array of elements at present.
Free Enterprise Economy and its Effects
The 'Free Enterprise Economy' or the "Market Economy" is an economic model that advocates the right to regulate business across various domains of a society. The system emerged as the result of an eighteenth century protest against the government that imposed various restrictions on business enterprises (Kilcullen, 1993) . It ensures the freedom of private business to organize and operate for profit in a competitive system and the government will restrain itself from undue interference as long as the public interest is protected and the national economy is in balance (Merriam-Webster Dictionary, 2015) . The model guarantees the ownership of property and freedom of investment at will. 'Free enterprise economy' is based on the principle of the free market system, where price works as the determinant of what, how and for whom the product or services need to be produced and delivered. It assumes that the people, who want to buy goods or services, would like to do so for the best possible products at the lowest possible price, whereas producers look for profits, as much as possible. High profits encourage the existing producers to continue the production, as well as inspire the new producers to be in that business. Thus, the producers begin to compete with one another, and each of them tries to keep the quality of their goods and services higher, and the prices lower as much as possible. This leads to not only a variety of products to buy, but also create job opportunities, and eventually increases the standard of living. In that sense, it is proven as the most successful wealth-creating format in economic history (Gilpin and Gilpin, 2000) . For that, a lot many countries have adopted 'free enterprise' principle to achieve economic growth as quickly as possible.
Integration among the policies and financial markets becomes extremely important to maximize the economic growth and sustain it as long as possible. Mutual integration of market frontiers leads to the interdependence of the nation to make sure the cross-border movement of goods, services as well as technologies and capitals (Gao, 2000) . Extension of this liberty of private businesses to organize and operate on a global scale is more commonly known as-"globalization." This becomes an irreversible trend for the economic development in both developed and developing countries [Gao, 2000, p.1] . Due to this global reform of economic policies, 'Free Enterprise Economy' becomes an integral part of various existing economic systems of different countries that often need to shift their policies, from more of a central planning to very much market oriented. Karl Polanyi (1944) depicts that the 'market' possesses the supreme power in a free enterprise economy: "A market economy is an economic system controlled, regulated, and directed by markets alone; order in the production and distribution of goods is entrusted to this self-regulating mechanism. An economy of this kind derives from the expectation that human beings behave in such a way as to achieve maximum money gains. It assumes markets in which the supply of goods (including services) available at a definite price will equal the demand at that price. It assumes the presence of money, which functions as purchasing power in the hands of its owners" [Pp. 68-69].
The ever-increasing integration of the world's economies in recent years requires the rapid development and expansion of science and technologies as well as the dissemination of information at every corner of the world. However, this rapid growing significance of the diffusion of information, and distribution of the productive activities, fundamentally depend the structure and the formation of the 'market' of the involved countries. For that, the market evolves as the major driving force of not only what people should do, but also how people should live and construct their social relations.
Market and Its People
A market is not merely a place, it is a process that facilitates trade and enables the distribution and allocation of resources and by doing so, it establishes the exchange value of goods and services in a particular society (Business Dictionary, 2015) . It is a construction, deliberately or spontaneously, to facilitate the exchange or transfer the ownership of product or services. It is often said that wherever there is competition, even if only unilateral, for opportunities of exchange among a plurality of potential parties, there is a market [Weber, 1978, p.27] . Kenneth Arrow (1998) offers a common picture of the market from a dominant economic paradigm: "At a given price (or, more precisely, given all prices), individual agents choose how much to supply and how much to demand. These supplies and demands are simply added up; when the prices are such that total supply equals total demand in each market, equilibrium prevails. There is no particular relation between a supplier and a demander; that is, a supplier is indifferent about supplying one demander or another, and vice versa" [p. 94].
There are countless factors and an infinite number of mechanisms involved, but three of them are vital to sustain any market, (1) interaction of buyers and sellers, (2) communication of the price information, and (3) facilitation of exchange. The execution of these mechanisms requires the direct involvement of three categories of people; first, a group of people, who are sellers or agreed to sell, second, a group of people, who are actual or potential buyers, and third, a group of people, who works as regulators, or more often works as facilitators, such as government. Sellers, buyers and regulators through a complex process of exchange construct the market for their mutual benefit as well as to preserve their own interest. An additional group is involved in this mechanism to create a bridge between the buyers and sellers, known as -the marketers.
The marketers are involved in exploring, creating, and delivering value to satisfy the needs of the consumers at a profit [Kotler and Armstrong, 2008 [Murray, 1938, p.124] . Second, people consider anything satisfactory, if that meet their expectations and if they feel that at the same level of propensity and potentiality, their situation, possession and condition are better than that of the people who they would like to be compared with (Adams, 1963) . Third, profit is getting more return than what have invested. In other word, profit refers to the positive difference between what people receive and what they have given away. Thus, the marketers continuous involvement in creating value for products or services, with a hope of making profit results in an availability of an infinite number of product and services and an endless course of commoditization.
Market on Social Fabric
'Social fabric' denotes the pattern of social relations that influences the experiences, behavior and interaction of the people who share the same culture. The members of any society work as the threads, and by interacting with each other, they form ties among themselves, and weave the social fabric. Social interactions play the central role in formation of anything social. It can be defined as "the acts, actions, or practices of two or more people mutually oriented towards each other's selves, that is, any behavior that tries to affect or take account of each other's subjective experiences or intentions" (Rummel, 1976) . Any interaction among the people is often mediated by the
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exchange of resources, esteem, status and power. Hence, markets are also "the arenas of social interaction" as it provides the context for the "voluntary exchange of rights in goods and service" [Beckert, 2009, p.248] . Edward Palmer Thompson (1971) indicates that the market, unlike simple economic institution, is an infrastructure that form social relations and shape the political realities: "The market remained a social as well as an economic nexus. It was the place where one-hundred-and-one social and personal transactions went on; where news was passed, rumor and gossip flew around, politics were (if at all) discussed in the inns and wine-shops round the market square. The market was the place where the people, because they were numerous, felt for a moment that they were strong" [Pp. .
The market as an economic phenomenon also has many social facets in it. One of the fundamental things, that the market does, is it sets prices of the commodity. If any market does not set any price for any product or service, it would not become a commodity, and if a market offers a price, that essentially would become a commodity. Many things that today are considered as commodities were not as such due to the mere fact that the market did not offer an exchange value. Hence, it can be said, the operative forces of the market decide what need to be commoditized. Commoditization is the process of forming, constructing and manufacturing product, or offering and providing services out of anything that beforehand were not there for a transaction (Appadurai, 1986) . However, the transaction takes place only if in different sides of the deal, two different individual or group wants or feels to want the product (or service) that the other individual or group is delivering. Commoditization occurs when a product or service become valuable to the people of a particular society. In other words, what is going to be commoditized must have a close link of what people want. Not every product or service can become a commodity, but only those can be commoditized, which have exchanged values separated from the commodity itself (Marx, 1844) . Transaction (or commodity-trade) involves a considerable practical accomplishment, which either lies in the utility value of the product (or service), or that creates an aesthetic significance. However, political, social and economic mechanisms of a society regulate both utility value and aesthetic meaning of any product or service.
The valued commodities of agrarian societies are far different from that of the society of the information age. What is going to be commoditized, has a close relationship with types of mechanics are operating in that particular society. Market, through a complex process of establishing, disestablishing and reestablshing different industries, determines the product and services to be commoditized (Huws, 2003) . The formation of any new industry requires labor, and when any labor gets involved in any industry, he or she successively could no longer manage to put his labor to produce something for himself or herself. This phenomenon is popularly regarded in Marxist terminology as Alienation from Productivity'. Hence, the labor needs to rely on other labors, who would sell his or her labor to him or her. An example can illustrate this situation: suppose, a person has the ability to prepare his meals, wash his clothes, make his shoes or any activities that a moderate life requires. Whenever that person gets involved in any particular industry, he or she would fail to manage other activities that he could do, and have no other option but to rely on others. This creates opportunities for other kinds of industries to emerge and make his life ticking. Therefore, a range of different interdependent industries emerges. All this began to take place when industrialization emerges. World history after the industrial revolution reveals the fact that the driving force of industrial and postindustrial societies is 'commoditization' of goods and services that can be exchanged profitably. Leslie Sklair (2011) points out the changes that take place in the information era: ″First, capitalism entered a qualitatively new globalizing phase in the 1950s. As the electronic revolution got underway, significant changes began to occur in the productivity of capitalist factories, systems of extraction and processing of raw materials, product design, marketing and distribution of goods and services.
[…] Second, the technical and social relations that structured the mass media all over the world made it very easy for new consumerist lifestyles to become the dominant motif for these media, which became in time extraordinarily efficient vehicles for the broadcasting of the culture-ideology of consumerism globally.″ [Pp. [408] [409] [410] .
Free enterprise economy puts great emphasis on the freedom of mass media, to ensure the rights of the consumers to be informed, and rights of the sellers to inform about their products and services. The producers, through advertisement, show what the benefits they are offering and what values these benefits will add the consumers' lives. The contents of the advertisements are not merely an entertaining audio-visual demonstration; it represents a sneak pick of 'content moments' of regular lives. It shows the positive experiences a buyer can get, when he or she will make the decision to purchase something. Decision of purchasing a product of a particular brand, for certain, is a complex process, but choosing a generic product that will satisfy the need is rather straightforward one. An example can illustrate this. A consumer may not need a smartphone, but still buy that while a simple cell-phone might have provided the required benefits. Where there is hardly any promotion for simple cell-phones, the consumer, subconsciously begin to feel that a simple one may not create a desired value in life. This desirability is profoundly marked by the ideas diffused through mass media. Mass media like television and internet, exploit the basic material desires and promote 'consumerist culture' to create a 'similar lifestyle' that can fit into their profit making scheme. These instances are commonly termed as 'cocacolanization', 'Disneyfication', 'McDonaldization', 'McWorld' or 'Walmarting'. This exploitation of the material desires leads the consumers buy products (or services) either to get an immediate 'positive experience' or to pursue the feeling of 'uplifting own social class'.
Consumers hardly make any conscious effort to decide buying things based on its benefit attributes; it is the buyers' state of emotion at the moment of purchase, or their desire for happiness and awareness of prestige play the crucial roles (Zaltman, 2004) . Understanding human emotion is undoubtedly a complicated endeavor, however it is relatively simple to comprehend that an emotional face, such as "smiling" works as a reinforcement for happiness (Wenner, 2009 ).Therefore, sellers in a variety of occupational fields are being trained to show smiling faces to the consumers (Hochschild, 2012) . Managing emotions have become occupational and organization norms. For example, sellers in busy stores tend to express negative emotions, while typically in slow stores they are expected to show positive attitudes (Rafaeli and Sutton, 1989) . A nurse is expected to express positive emotions, such as smile, warmth and compassion towards their consumers -the patients (Larson and Yao, 2005) . Lawenforcement agents need to control their own facial expressions and bodily gestures in the presence of their customers -the citizens (Martin, 1999) . Workers in fast food restaurants are expected to greet customers with a smile and friendly attitude (Leidner, 1993) . The waiters viewed their ability to manage their emotions as a valuable skill that could be used to gain control over customers (Paules, 1991) . Market, with the constant effort of the sellers, has involved from mere a place of exchange for a place for content experiences to the customers. Therefore, shopping or just roaming through the market
places has become one of the most favorite pastimes of the people at present (The Nielsen Company, 2013).
Not just the positive feelings at the moment of purchasing a product or service are persuasive enough to engage in exchange and becoming an owner. The feeling of 'ownership of certain products attached to the feeling of belonging to a higher social class' more often than not plays a more persuasive role to buy products that are not even necessary. This phenomenon is widely known as 'consumerism'. The lifestyles of the upper class and their preferences of certain products or services trickle down and become an icon of 'a good life' and an accepted standard of living for all. This pursuit of the standard influences a not so affluent consumer to buy something expensive for an instant gratification with a latent intention that the purchase decision will speak of his or her place in the tradition of affluence and eventually improve social status (Miller, 1990) . The not-so-wealthy consumers may seek to imitate those, who are above them in the social hierarchy. The affluent upper class may emulate the celebrities and other icons while making any purchase decisions (Atkin and Block, 1983) . Hence, rather than utility value or necessity, a consumer purchases items with a mindset of forming an image of himself or herself as a wealthy individual or a celebrity. When people begin to feel that ownership of certain products or obtaining different services correlates with certain social status, it often brings some pathological social consequences. Family members devoid doing household chores merely because it will not go with the image that they have portraits about themselves. The market offers many products and services that were once the elements of the family, and by turning these traditional aspects of human life into a commodity makes the 'commercialization of intimate life' a reality (Hochschild, 2003) . For example, a number of domestic activities are substituted by laborsaving household equipment, such as washing machine, or dishwasher. Some regular family commotions like dinning together at home becomes an external endeavor, often taking place at a restaurant in the market. Eating together as a family at home provides the opportunity for healthy communications among the kins help to form the social values and strength the interpersonal bonds (Lyttle and Baugh, 2008) . On the contrary, with countless sources of distraction present, eating outside lacks the prospect of engaging in worthy discussion and sharing opinions. This may lead to not only numerous health problems, but also the youth develops delinquent behavior, such as smoking cigarettes, drinking alcohol, or using other drugs (CASA, 2011).
Consumers buy things from the market, get it home, compare that with already what they have, and by this reappraisal of what they have, don't have or need to have, they form a new understanding of their desires and acquire a new set of standards [Hochschild, 2003, p.42] . This exclusively and explicitly market oriented standard of living tends to diminish the importance of traditional criteria like religiosity, civility or loyalty to judge human accomplishment. Education, the very source of sense of civility or loyalty, has become a commodity itself, something that can be bought and sold in the market. It is now labeled, branded, marketed and approached to the target customers with the view that the more a person invests in education, the more it will pay off in the end (Wahlberg, 2003) . Different kinds of social actions, such as the leisure time that once were part of community activities, have become a commodity. The 'leisure time' of the people in the market driven world is, in fact, one of the most profitable sectors for business. This 'Culture Industry' offers manufactured standardized cultural goods, such as films, radio and television programs, CDs, DVDs, video games, so forth, for easy pleasures, that renders people docile, and content regardless their economic circumstances [Adorno and Horkheimer, 1944, p.94] . Commercialization of the healthcare sector has made the life of the people more market driven than ever (Koivusalo and Mackintosh, 2005) . The health care services are obtained by only those who can pay for it and not by those who merely need it (Leys and Player, 2011) . Thus, it is argued that there is a "shift away from values of community, spirituality, and integrity, and toward competition, materialism and disconnection" [Madeline, 2007, p.28] .
This commercialization of social lives may lead to a low-level of anticipation towards governmental actions and a high level of expectations from the market. Further, If the consumers begin to have low expectations from the government, and start to feel that the government is too busy to fulfill its own interest, the regulatory policies, if not coercively imposed, hardly play any role to decide what need to be commoditized. Apparently, consumers have the upper hand on what commodity should be there and what should not, but this is not the reality due the ubiquitous presence of mass media. This very mass media creates a feeling that the market can not only solve their problems, but also can enhance their standard of living. However, the market offers almost everything, but in exchange, only demands 'money'. The market does not bother about the source of the 'money', neither creates any mechanism to regulate the flow of it. Tasks to regulate the flow of money, protect the rights of the consumers and maintaining the balance in the economy rest mostly on the government. The governments of the developed countries are powerful enough and their consumers are educated enough to protect their rights and keep up a balance in the economy on the one hand, and the governments and the people of the developing nations fail to do so on the other (Thorelli, 1988) . Consumers' aspiration of having a better standard of living and the abundance of low quality products in the market, hamper the social lives of the people of the developing countries to a wide margin (Mayer, 1989) . This quest for fulfilling the needs and wants from the market has become the pursuit of happiness that lacks any creative activity or genuine human initiative -to the point that the consumer no longer even see this lack as something significant (Debord and Canjuers, 1960 ).
Conclusion
Modern society can be defined as the totality of social relations predominantly formed in relation to the markets. From the cradle to the grave, human lives in recent times are characterized by the ability and availability of the features and benefits that the societies ready to offer through the market. Despite having the capability and accessibility, today's parents hardly make dresses for their newborns by their own hands. Not a lot of grandparents make themselves busy giving advice regarding the diet and sustenance for their grandchildren. Newlyweds in recent times, rarely take the vow of "being together till the end" at their own home. Modern lads seldom offer their last wishes at their parents' funerals by themselves. The market is there to offer all these services, commonly known as "the Professionals". For obvious reason, professionals can do things better than that of common people, but it is not always necessary to have things in perfect shapes when all's said and done. An ordinary person longs for the professionals to attain the 'predefined standard' just to make sure not to fall behind from them who are living around or from them who they need to deal with. This undeniable fact is reflected in different phases of social life. When a preschooler prepares himself or herself in academic pursuit, the selection of educational institution often depends on the ability of the parents and the condition of the education market of that society. When he or she finishes school, the choice of the college once again depends on the same sorts of issues. When that person wants to earn his or her living, it depends on the situation of the job market. If he or she wants to be an entrepreneur, that depends on the state of affairs of the capital market. When that individual plans to form his or her family of affinity, it depends on the condition of the marriage market. Almost all sorts of social activities, either significant or non-significant, such as buying things from shops, getting any transportation services, going to school, gossiping with classmates and peer groups or discussing with colleagues, have a strong link with the market. Thus, answers to the questions confronted, lead to one conclusion, 'the market', as a complex dynamic of integrating the activities of several groups of different sides of the exchange, has evolved itself to the most dominant global force that regulates almost all major features of social existence.
